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In the past few years, опе of the most popular of the many activities enjoyed by young Japanese women 
has been tasting sessions. Whether it's food or drink, nothing daunts them, not even wine, which they 
are discovering in increasing numbers. As usual, they are investing a lot of time and energy to learn all 


about the wine they are passionate about. 


economy More wine 


ToursM Attracting more 


billion dollars. The was f i 
oreigners 
exports g 
imports to Japan were Kirin Holdings, which notably owns Each year, wine tourism accounts for 


worth in 2018. In terms of value, the 


Chateau Mercian, 


one of Japan 


between 20,000 and 30,000 foreign 


Cie principal wineries, is hoping tc visitors to Japanese vineyards. These are 
France (925 million dollars), followed export more abroad. It aims still relatively small numbers and the 
by Chile and Italy, though Chile is the increase the number of cases t authorities want to see them increase. 
largest exporter measured in volume 67,000 by 2027, compared to To achieve this, organisations in charge 
(77.9 million litres). In recent years, 44,000 in 2018. This will take place of promoting tourism in Japan are 
the share of French wine on the alongside an expansion in its grape planning to publish information leaflets 
Japanese market has risen while that production capacity to ensure й сап іп English to encourage tourist to visit 
fulfil the terms of its export policy the wine growing regions. 


of their competitors has declined. 
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CREAM RAMEN 
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“4% 


Make inspiration a 


- reality, with our exciting 


— range of ingredients. | 


DEC: й 
From sushi, miso Soup, katsu curry and beyond; 


find easy andiauthentic Japanese recipes at: 
‘www.yutaka.london/Recipes A 


МАР 


Discovering Japanese wine 


Number of producers per prefecture іп 2018 
61 dot = 1 producer 


The 29 leading producers 


Location 


- Location on the map 


[o Estate name Sea of Japan 
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Pacific Ocean 


Okinawa 
4 
ЖН 
М 150km, 


Source: National Tax Agency of Japan, Chikijin, Zoom Japan. 
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Bottles of wine produced by Misawa Winery, Yamanashi Prefecture. 


Once upon a time, wain... 


For some years now, the Japanese have 
shown real interest in this drink with 
а chequered history. 


F 


Japan"), that’s to say wine produced in Japan, 


or most Europeans who have never tast- 
ed or heard of Japanese ważn (from the 
English “wine” to mean “wine from 
to learn that local wine is currently much in 


vogue in Japan can come аза surprise, as though 


itwasa trend that has appeared out of nowhere. 
Its true to say that the history of wine in the 
Archipelago is relatively recent. Though wine 
production began in the Meiji era at the end of 
the 19th century, this heavenly drink has been 
slow to appear on Japanese tables as no-one 
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had ever seen a red-coloured wine or a drink 
with a much more pronounced acidity than 
sake, even a slight bitterness... To accustom 


the Japanese palate to the taste, the producers 


initially added sugar and flavours to the wine, 
or grape juice and alcohol as well as sugar 
Akadama Port Wine is the best example of 
these products. It is still marketed under the 
name of Akadama Sweet Wine. 

It was only in the 1970s that the Japanese 
slowly started to become acquainted with the 
world of wine. This process was greatly en- 
couraged by the westernisation of the Japanese 
dict, and this was also when consumption of 
“normal” wine overtook that of sweet wines. 


However, what was produced in this period 


was far from high-quality wine. Crushed or 
damaged grapes including dessert grapes rather 
than wine-making varieties were used to produce 
somewhat watery wines. The Japanese were 
unaware they needed to cultivate grapevines 
specifically to make wine. In addition, Japanese 
companies were importing and blending cheap 
forcign wines, or buying grape juice concentrate 
from abroad, and adding water and sugar to 
cause them to ferment, so much so that for a 
longtime it was Kanagawa Prefecture that pro- 
duced the most wine, in the vicinity of the 
large city port of Yokohama. The factories 
manufacturing wine were built right next to 
the sea to avoid having to transport the raw 
materials too far. A drink that could not be 


кешеге for Zoom japan 


called “wine” according to European standards 
flowed freely. 

Many Japanese people remember these mediocre 
wines produced in the Archipelago, and can 
testify to their bad experiences. Though the 
grape juice was imported, it could be called 
kokusan wain, "wine produced in the country", 
as part of the production process took place in 
Japan. For this reason, the genuine Japanese 
wine growers have fought for many years for 
the name nibon wain to be applied solely to 
wine produced entirely in Japan, using locally 
harvested grapes (a term in force since 2015), 
to differentiate it from kokusan wain, which 
still exists today. 

TAMAMURA Toyoo, a pioneer in the field and 
owner of the Villa d'Est Winery, who is also a 
celebrated author of numerous books on gas- 
tronomy as well as French life, has all the facts 
surrounding the arrival of wine in Japan at his 
fingertips. Moreover, he remembers the 1970s 
well, when the Japanese were still unfamiliar 
with wine. He'd just come back from a period 
studying in France and at that time, in Japan, 
the wines on sale were either very expensive or 
popular Californian wines. Once, when the 
wine was clearly corked, the vendor would not 
admit it and argued that “it’s the acidity that 
gives the wine its character. 
‘The assumption that the climate in Japan was 
not conducive to the cultivation of vines was a 
long-held belief among the Japanese themselves. 
Te's true that rainfall is relatively heavy, and the 
humidity causes diseases to spread and insects 
to proliferate. Nagano is nowadays considered 
to be one of the foremost wine producing 
regions in Japan, but TAMAMURA was discour- 
aged when he moved there in the 1990s. He 
was told that the climate was too cold and 
humid to grow grapevines... “I was able to start 
producing wine despite all the negative advice 
because it began as a ‘hobby’ rather than my 
main source of income. I planted five hundred 
vines thirty years ago and gradually extended 
the area of land under cultivation until today, 
when we have eight hectares of vines,” he says 
with a smile. 

Thanks to its particular geographical situation, 
Japan has a very varied climate, which gives 
wine growers a wide choice of possible locations. 
Nowadays, wine is produced in very different 
regions. Admittedly, more than half of the pro- 
duction still takes place in the prefectures of 
Yamanashi and Nagano, traditional grape-grow- 
ing areas. But according to KAKIMOTO Reiko, 
a journalist and Japanese wine expert, Yamagata 
Prefecture could prove а promising area for 
wine production due to climate change, and 
northern regions like Hokkaido, where the 
number of wine producers is increasing, has 


the advantage of large areas of land. Producers 
are even setting up in the west of the Archipelago, 
in Okayama for example, and as far south as 
Kyushu Island. 

“Look at the United States. Wine is not produced 
just in California but in very varied climates, 
from the north to the south, in Oregon, Texas 
and Arizona. Wine can be produced anywhere 
in the world. It's a simple matter of taking 
greater care of the grapes in certain regions, as 
we do in Japan. Having a good knowledge of 
local climate conditions allows us to choose 
the appropriate grape varieties. It's our job to 
make the best choices suited го our location 
for each stage of production," observes TAMA- 
MURA. 

Behind the current craze is the soaring number 
of producers, which is rising sharply (191 in 
2014, 303 in 2018) for bureaucratic reasons. 
In Japan, there are very strict legal requirements 
before a licence to produce alcohol can be ob- 
tained. In the case of wine producers, a minimum 
of 6,000 litres (8,000 bottles) has to be produced 
in the year after obtaining the licence. But since 
2002, the government has introduced a system 
of “exception zones”, and a softening of the 
rules to help in the development of several 
areas of production. Since then, it has been 
possible to ask for a licence even for a small 
production of 2,000 liters (2,667 bottles). The 
introduction of this system has, in turn, pushed 
banks into easing their loan conditions. To 
begin producing wine requires a pretty large 
investment (acquisition of land, plants, ma- 
chines...), and lowering the threshold was 
favourable for producers and allowed wine to 
be produced in small quantities using traditional 
artisanal methods. 

As a consequence, the variety of products has 
increased. “Over the last ten years, we've wit- 
nessed a drastic change: more producers, more 
vineyards, more grape varieties, more vintages. 
And the profile of the producers is also very 
varied. Some have trained in Europe or have 
studied at European universities, others are 
self-taught by doing research online...,” says 
Kakimoro. 

Of course, when speaking of a “boom” in 
Japanese wine, it’s necessary to qualify the state- 
ment. Just like the vogue for sake in Europe, 
which is more evident in the media than in 
concrete sales figures, a Japanese person only 
consumes 3.5 litres a year on average, Japanese 
and foreign wines combined. The sale of fruit 
based drinks (apples, grapes) generally only гер- 
resents 4.4% of the total volume of sales of al- 
coholic drinks, and Japanese-produced wine is 
only 30% of these sales. Nihon wain only rep- 
resents 20% of the wine produced in Japan, 
the rest is still wine made from imported grape 


rocus @ 


juice or blends of wine from abroad. You can 
quickly do your own calculation... 

At the same time, the numbers of producers 
have increased considerably. Most of them are 
small-scale producers, and as aficionados of. 
Japanese wines become more numerous daily, 
some producers often run out of stock. Some 
bottles have attained a mythical quality, so are 
very rare. It’s a complicated situation. Some 
people say thar this trend has already peaked, 
and it’s mainly those working in this field who 
advise caution. They have experienced several 
periods of growth when they thought that the 
world of wine would rake root in the Archipelago, 
and cach time, they have been disappointed. 
But this time, the situation is undoubtedly dif- 
ferent. In other areas such as cheese or sourdough 
bread, these traditional handcrafted products 
which can accompany wine are increasingly 
made by the Japanese themselves. The younger 
generation is more aware of having to reduce 
“food miles", and the human element must not 
be forgotten. KAKIMOTO has noted that easy 
access to producers is very important for en- 
thusiasts of Japanese-made wine. They can visit 
the vineyards, talk about the wine with the 
producers, feel a connection with the bottles 
whose labels are written in Japanese. It's the 
same relationship the French have with their 
local wines. The feeling that it’s all about “their” 
wine encourages loyalty towards to the producers. 
For far too long, the large wine companies in 
Japan that have been content to produce low- 
quality wine are finally turning to “real wine”. 
They have begun to plant grapevines and now 
produce two types of wine: popular wines like 
they have always done, and good quality wine. 
Bruce Gutlove, a New Yorker who studied 
food science and brewing at the University of 
California, moved to Hokkaido thirty years 
ago, and has trained many Japanese producers. 
Under his influence, these young producers 
called “Bruce children” are making outstanding 
wines. ASAI Usuke, the legendary winemaker 
and author of numerous books about wine, 
who is nicknamed “the father of of contemporary 
Japanese wine”, also contributed to the emergence 
of numerous “Usuke boys” who now produce 
internationally renowned wine. Another example 
isthe Domaine de Montille in Burgundy which 
recently decided to create a vineyard in Hakodate 
and sent 50,000 grapevine plants. We can only 
hope a revolution is underway. 

It has to be said that the work that someone 
like TAMAMURA has undertaken over many 
years to popularise home-grown wine has borne 
fruit. Through his writing, he has conveyed 
not only his love of wine itself but also what it 
entails becoming a winemaker or going to live 
in the countryside with concrete examples. In 
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For a long time, it was considered that the climate and topography of the country were not suitable for wine production 


some of his books he detail 


the extremely com- 
plex legislation of Japan's administration in ad- 
dition to the steps to follow to produce wine, 
providing guidance to those who want to plant 
vineyards as well as informing the general public. 
‘The triple catastrophe on 11 March 2011 ob- 
viously played a part in changing the outlook 
of Japanese people. He recounts how before 
these events it was principally men in their 
forties or fifties, wine lovers from quite wealthy 
backgrounds (doctors, lawyers or those working 
in finance...) who were redeploying into wine 
by investing what they had earned. Yer, over 
the past eight years, more and more young cou- 
ples have been settling in different regions to 
focus on agriculture. Beforchand, women were 
somewhat reluctant to follow their husbands’ 
“dreams” of making wine... Today young women, 
concerned about the environment in which 
their children will be growing up, can take the 
initiative in this new way of life. The figures 
prove this: 30% of the winegrowers producing 
wine are women. 

“The whole process of wine production could 
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be the most up-to-date in the world”. This is 
often said by people working in the Japanese 
wine industry. Production techniques, mistakes 
to avoid and other advice is easily found on 
free online sites. Men and women both take 
part and communicate straightforwardly and 
openly. In Japan, this online community has 
only recently appeared and has managed to 
avoid the previous macho and exclusivist practices 
in some traditional working environments in 
the country 

Some people maintain that the cost of Japanese 
wines, which are not necessarily the cheapest 
taking into account the workforce required, 
might limit their growth in popularity. Bur it's 
not that Japanese wine costs so much, rather 
that other alcoholic drinks in Japan are not “so 
expensive". Bottles of wine sold in supermarkets, 
whether it's Kokusan wain or foreign wine, 
sometimes cost only 500 yen (£3.50). The price 
of a 350 ml bottle of alcohol is 100 yen (less 
than £1) in a konbini, one of those convenience 
stores that open 24/7. This is why it's difficult 
to persuade people that wine can be quite deli- 


cious, but that a bottle can cost almost £20. 
The sake producers also complain about the. 
situation. High-quality sake is still affordable 
in comparison to European wine, bur the Japat 
ese still think it costs too much. 

As strange as it may seem, the Japanese did not 
pay much attention to what they ing 
for a long time. The great wine collectors are 
the exception. Alcohol was a means of com- 
munication between men who "went for a 
drink" while eating very little. This habit has 
not died out completely. An employee in a 
large company in the alcohol industry once 
confided in me: "when we look at our best- 
selling products, it’s apparent that most Japanese 
only wane to get drunk..." This year's EU-Japan 
Economic Partnership Agreement (EPA) has 
removed import tax on European wine, thus 
lowering its cost, and resulting in even fiercer 
competition. 

When someone from abroad visits Japan, they 
tend to want to immerse themselves completely, 
going to izakaya (Japanese style bars) and 
ordering sake... But those who know abit about 


те dri 
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the country are aware that Japan has built its 
identity Бу assimilating foreign elements and 
influences. So w 
and Japanese whisky, the last two of which are 
drinks of foreign origin? For those who want 
to discover Japanese wine, TAMAMURA suggests 
asking if they have Japanese wine on their menu. 
Sadly, in supermarkets, one can still stumble 
across wine produced in Japan that’s not worth 
drinking, but that’s not the case for wine selected 
and served by restaurants. If foreigners express 
an interest, it might encourage them to include 


it on their menu. Despite the reticence and re- 


limit yourself to sake, beer 


sistance of some, things are moving forward. 
Since the appearance of his landmark creation 
Chikuma Wine Valley six years ago, TAMAMURA 
has completed most of his planned projects. 
His “wine academy” attracts those who want 
to immerse themselves in the work of wine 
growing, and his former students are already 
producing wine. He has also refurbished a 
former shop in the village, which previously 


belonged to a sake retailer, to revive this once 
lively meeting place for the villagers. In the 
same village, with the help of the inhabitants, 
he has transformed an old traditional house 
into an inn to encourage wine tourism. It's 
been а surprise how rapidly he has managed to 
implement these projects. But he agrees that to 
build some momentum within the communi 
he first needed the support of the local autho! 
who were able to conceive a plan (rejuvenate 
the population, welcome new farmers, design 
‚ for example). And this 
support was a thousand times more important 
when he added that, to ensure the region could 
produce high-qu 
should have a tra 
a department of oenology and agronomy, spe 
cialising in fermentation and brewing. 

“There are those who question the sense in 
bringing together several producers in the same 
area, But I can only see advantages to the idea. 
Even if the soil composition and climate is iden. 
tical, the wine produced will be entirely different 


an ecotourism villag 


ity wine in the long term — it 
ning centre, a university with 


according to whether the soil is exposed, the 
type of grapevine used, when the harvest or the 
wine-making takes place. There's not only one 
solution, there are only ever changing circum- 
stances. That's what's so exciting about it: a 
bottle of wine is both an expression of the terroir 
and of the person that makes it. Many of the 


wine producers I know, who are still far from 
making a fortune, agree that after a hard day's 
labour, their fatigue disappears when they con- 
template their vines. To work in agriculture you 
need a beautiful view, a beautiful vision. The 
result of your work in the landscape,” he says. 

“What's fascinating about wine, is that nothing 
remains the same. Even the same producer 


Japanese wine expert Tavauusa Toyoo is committed to the continuing improvement in wine production. 


using the same grape variety will always have 
surprises. Whether you open a bottle, or leave 
the bottles to rest in the cellar... Life is never 
routine with wine, and it's especially gratifying 
to be partof the breathtaking new developments 
in Japanese wine,” adds KAKIMOTO with pas- 
sion. 

Decades of effort by wine producers lie behind 
the current craze. "What's good about wine is 
that growing grapevines gives you a long-term 


perspective. To produce wine, you first need to 
plant the vines, then wait five years before it's 
possible to harvest the grapes. The bottles will 
mature over time, and the vines will still be 
there after I'm dead. After my death, it would 
be wonderful if my village continued to look 
after my vines until a sign appears stating ‘ap- 
parently, someone called TAMAMURA planted 
them here.. 


77 declares TAMAMURA smiling. 
StkicucHi RYOKO 
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TREND An industry full of promise 
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Even though the amount produced 
remains small, the conditions are in 
place to move up to the next level. 

| have come, at last. After being consid- 

ered just an import market for Euro- 

pean, American and Australian brands for many 
years, Japan is finally emerging as a producer of 
fine wines which are catching the attention of 
forcign experts. 
It started in 2013, when a white wine from Ya- 
manashi Prefecture, Grace Winery's 2012 Gris 
de Koshu, won a gold medal at the Decanter 
Asia Wine Awards sponsored by the British 
wine magazine Decanter. But even before that, 
in 2004, another Yamanashi-based wine, Aruga 
Branca, had won a gold medal at a French 
competition, These early exploits silenced all 
those detractors who kept making fun of Koshu 
wines — first and foremost YAMAMOTO Hiroshi, 
who had famously declared that Koshu was 
“essentially without much personality - like 
Japanese women", 
Тһе increasing popularity of Made in Japan 
wine is a fairly recent phenomenon, and the 
result ofa number of factors. On the one hand, 
according to internationally famous sommelier 
and Vinotheque magazine publisher TASAKI 
Shin'ya (see pp.12-14), local media are always 
on the look out for the next big d 


he time of Japanese wine seems to 


now it's the turn of wine. Many magazines 
and websites run stories about local producers 
and advise their readers on how to match the 
wines with food. 

On the other hand, the wine-making industry 
has finally realised what it takes to raise the 
status of Japanese wine. For many years, producers 
followed decades-old, antiquated practices, re- 
maining content just to supply their small local 
market. However, these people are now ap- 
proaching retirement age (the average age of 
farmers in Yamanashi Prefecture, Japan's top 
grape producer, was 682 in 2015), and are 
being gradually replaced by a younger generation 
that is not afraid of experimenting with new 
methods. Some farmers, for instance, are now 
planting vineyards at higher altitudes and in 
neat rows, European-style, instead of training 
vines over pergolas as was the custom. This is 
supposed to help the grapes ripen during Japan’s 
infamously wet summers. 

ARUGA Hiro, a third-generation winemaker of 
the gold medal-winning ARUGA family, studied 
and worked in Burgundy before joining his 
father. ARUGA is part of a younger generation 
of producers who have studied in Europe and 
are now applying their knowledge to Japan's 
different climate and environment. 

An important contribution to the international 
credibility of Japanese wine came last October 
when the government passed a new law that 
makes the important distinction between kokusan 


It’s the younger producers who have been developing new cultivation techniques. 
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wain (domestic wine) and Nihon wain (Japanese 
wine). In the first category are those wines that 
are made from a mix of local and imported 
grapes. All these cheap wines, made by such big 
companies as Suntory, and Kirin's Chateau 
Mercian, which can be found in every Japanese 
supermarket are domestic wines. "Japanese 
wines", on the contrary, are made with 100% 
Japanese grapes. Besides, in order to gera DOC 
label, they must be made with at least 8596 of 
grapes from their particular area. 
Ofcourse, strictly speaking there are no grapevines 
native to Japan: for example, DNA analysis at 
the University of California, Davis, showed that 
Koshu is a hybrid of mostly vitis vinifera (a 
variety of European grape like Chardonnay) and 
Asian grapes. However, the Koshu wine grape 
has evolved locally over many centuries, and is 
therefore considered an indigenous variety. 

An increasing number of small wineries have 
taken up the challenge to produce high-quality, 
100% Japanese wines. The domestic market 
used co be dominated by Suntory and other 
big companies, but in 2004 new regulations 
made it easier for boutique wineries to be set 
up. Previously, the law required a minimum 
production level, which was within the reach 
only of large corporations. This new competition 
seems to have had a positive influence on the 
mainstream companies, which are currently 
looking for ways to make better products. The 
four major beverage producers are also planning 
to double the acreage of their vineyards by 
2027, which would amount to alittle less that 
20% of all grape cultivation in Japan. 

In February, the Japanese government made a 
significant contribution to wine makers — and 
the wine market in general — when it signed an 
Economic Partnership Agreement (EPA) 
the European Union to bi-laterally eliminate 
both tariffs and non-tariff barriers on wine and 
food imports. Until this year, tariffs of up to 94 
yen (around £0.70) per bottle of wine had meant 
that the European market had been virtually 
closed to Japanese wines. While Yamanashi's 
wine exports have increased 20 times in the last 
five years, their main foreign markets have been 
Asia and North America. In comparison, wine 
exports to the EU іп 2016 amounted to just 10 
kilolitres for a grand total of 15 million yen. 
The new agrcement should help change things 
considerably in this respect. Of course, EPA 
works both ways, which means European wine 
imports will increase as well, but this new 
challenge should provide Japanese producers 
with a new stimulus to close the gap with Europe. 


Views on Japanese wine changed when, іп 2013, а wine made from the Koshu grape variety won a gold medal at the Decanter Asia Wine Awards. 


Japan is still a newcomer in the international 
arena, and a lot of work is still required. Ac 
cording to a 2016 survey of the Organization 


of Vine and Wine (ОТУ), for instance, Japanese 
wine exports amounted to a tiny 56 kilolitres 
in comparison with world heavyweights such 
as Spain, Italy and France, which exported 2.28 


million, 2.10 million, and 1.50 million kilolitres 


respectively. However, while only 0.3596 of 
local wine is exported, the percentage of Japanese 
wine sold on foreign markets has been steadily 
rising. Between 2015 and 2016, for instance, 
there was a 30% increase. 

In the meantime, local consumers are finally 
paying attention to Japanese wine. Until 2003, 
it was still considered a novelty and even in 


Tokyo it wasn’t easy to find. These days, though, 


most shops carry at least a few brands, while 
several bars and restaurants are devoting all 
their shelf space to Japanese wine. According 
to a 2016 report by Wine Intelligence, the 
number of consumers who stated that they 
have tried local products rose from 21% to 
in 2014, while more than half of the 
people surveyed said they had purchased Japanese 
wine in the past six months. 

Local wine comprises about 5% of the toral 
distributed domestically. Officially recognised 


20% 


"Japanese wine", in particular, is less than 


of the total wine made in Japan. These figures 
are still rather insignificant compared to Japan's 
overall wine consumption, but those amounts 
are expected to rise in the next few years as the 


quality of local wine improves. 


The recent wine boom has been accompanied 
by an upward trend in the quantity of wine 
grapes produced domestically. Not so long ago, 
Japanese farmers only produced dessert grapes, 
and the scraps and surplus output w 
make wine. However, a study conducted by the 


ere used to 


Ministry of Agriculture, Forestry and Fisheries 


found that 17,280 tons of wine grapes were 


produced in 2015, the largest amount since 
2003 when such statistics were first recorded 
АН in all, fine Japanese wine seems to have a 
bright future, 
Bailey А received the coveted award from the 


specially after Koshu and Muscat. 


OIV. Their international success will surely 
encourage other wine makers to improve their. 
production and labelling methods. 

JEAN DEROME 
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кмом-ном The Japanese аге up to the mark 


According to ТАЅАКІ Shin'ya, one 
of the best wine experts, Japanese wine 
production is remarkably characterful. 
МІ few people are as knowledgeable 
as sommelier and all-round spirits 
and food expert ТАЅАКІ Shin'ya. A graduate 
from the French Academie du Vin (sommelier 
course), TASAKI won the third Japan Sommelier 
Contest in 1983 at the age of 25 and in 1995, 
he was recognised as the Best Sommelier in the 


World. Zoom Japan talked with Тазакі about 
the past, present and future of Japanese wine. 


hen talking about Japanese wine, 


Theard that originally you wanted to become 
a chef. How did you end up becoming а som- 
melier instead? 

TASAKI Shin'ya: Very simply, when I was 16 
and decided I wanted to work in the catering 
industry, the job of sommelier wasn't an estab- 
lished profession in Japan. You couldn't even 
geta licence. In the early 19705, the only available 
career was that of a chef. So I started working 
at a Japanese restaurant and then moved to a 
French one. There, I became fascinated with 


customer service. In traditional Japanese restau- 
rants this is typically a female job; men cook 
food and women take care of the clients. Висіп 
French restaurants many men work as waiters 
хоо, So I switched to customer service, wanting 
to become a maitre d’. The problem was, at the 
time, I knew nothing about wine, I had never 
even tasted it. But in French restaurants, of 
course, most customers drink wine. So from 
the age of 19, I spent three years in France to 
learn everything I needed to know, and eventually 
graduated from sommelier school. 

After returning to Japan, I won the national som- 


melier contest, and suddenly everybody wanted 
to talk to me about wine, particularly on how to 
better pair wine and Japanese food — something 
that was still quite unheard of at the time. So I 
finally decided to become a professional sommelier. 


In Japan, wine is still not as popular as in France 
or Italy, where it is consumed on a daily basis. 
What is the current image of wine in Japan? 
Т.8.: Of course, the local market is not as big 
as in Europe. One reason is that compared to 
other countries, Japan offers a wider choice of 
more traditional alcoholic beverages, from sake 
to beer and shochu, and people drink different 
spirits depending on the food or the season. At 
the same time, wine is not considered as exotic 
as it was until ten years ago. Most people have 
drunk wine at least once in their life, and many 
do it pretty regularly. 

One interesting difference with France and 
Italy is that people there take wine for granted. 
Since childhood, they get accustomed to secing 
abordle of wine on the dining table. They drink 
wine because food paired with wine tastes better. 
Ies something they do without giving it too 
much thought. In Japan, on the other hand, 
people drink alcohol as a means to feel good — 
sometimes to the point of getting drunk - lose 
their inhibitions, and communicate more easily 
with other people. In many social 
drinking is the main thing, You may nibble at a 
few snacks, but food and booze don't necessarily 
go together in Japan. Many wine lovers, for ex- 
ample, go to a wine bar after having dinner, 
just for the sake of tasting some fine wine. 


tuations, 


For many years, the Japanese only drank 
forcign wine. Has their appreciation of Japanese 
wine changed lately? 

T. S It’s true that in the past the average quality 


of Japanese wine was not good enough to compete. 
with France, Italy and other countries. Wine 


production in Japan dates back to the 1870s, 
but in those years it was a complete failure among 
the locals. In the following years, fortified wine 
(made with added brandy or another distilled 
spirit, or spices) became all the rage, and until 
the 19605 the Japanese only drank port and 
other sweet wines. In the 1970s, German wine 
became very popular. A lot of customers at smart 
French restaurants were doctors who had studied 
in Germany, so they tended to favour German 
wine. Another favourite was Mateus Rose, a 
sweet sparkling wine from Portugal. Fast forward 
to the 90s when in 1994-95, a Japanese company 
began to import very cheap Spanish wine at 290 
yen (£2) per bottle. Also, in 1997 there was a 
“polyphenol boom”, ie. sales of red wine because 
of the health benefits of polyphenol present in 
it. So you could say that wine became really 
popular in Japan about 20-30 years ago. 


How about Japanese wine? 
T.S.: As I said, the first attempts at wine-making 
date back to the 19th century, bur until the turn. 
of this century local brands weren't really taken 
into consideration when shopping for good wine. 
cars, only table grapes were cultivated 
in Japan, Whenever those grapes were deemed 
not good enough for eating, or the harvest exceeded 
demand, they were diverted into wine production. 
As you can imagine, using table grapes is not a 
good recipe for making good wine. Things have 
changed in the last 20 years, partly after Cabernet 
Sauvignon and Chardonnay became famous 
worldwide, and more wineries have appeared in 
several areas. More recently, there has also been 
a generational change that has helped the emer- 
gence ofa different approach to wine making In 
2002, for example, I began collaboration with a 


Bakery'snewest release: 
Т осі with red bear! 


Wagashi Japanese Bakery 

Unit 1C Connaught Business Centre 

6-14 Malham Rd London SE23 1AG 
salest@wagashi-uk.com 
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winery іп Nagano to make DOC-quality wine. 
The problem was that for too many years Japanese. 
wineries were content with making a second- 
rate product for their local market. Predictably, 
the results were quite discouraging as 8096 ofthe. 
wine produced in the first year was terrible. 
Luckily, they have learned from their past mistakes, 
and in Nagano as in Yamanashi, Hokkaido and 
other prefectures they now make very good wine. 


So I guess it's become easier to introduce 
Japanese wine to your customers? 

T. S.: They are definitely more open to local 
wine. In Tokyo's Nihonbashi, for example, I 
collaborate with a restaurant that stocks 300 
different wines from Yamanashi only. Also, l'm 
a consultant for a restaurant in Shinjuku that 
stocks 400 brands from around Japan. 


Most wineries are concentrated in Yamanashi 
Prefecture (generally considered Japan's prime 
wine area), Nagano, Hokkaido and Yamagata. 
What differences are there between them? 

T. S.: The weather and climate are very different 
in each area, which obviously affects wine pro- 
duction, Also, the Japanese Alps in the middle 
of Honshu create a huge climate divide between 
western and eastern Japan. Hokkaido, for ex- 
ample, is different from the rest of the country 
because it has a much drier climate, and ongoing 
global warming is making that area even better 
for grape cultivation. Wineries are opening 
everywhere up north, and we can foresee а not 
so distant future when Hokkaido will become 
Japan's best wine producer. 

Nagano is another area that is being positively af- 
fected by higher average temperatures. Being a 
mountainous prefecture, in the past it was im- 
possible to grow grapes at over 400 metres above 
sea-level. But now they are starting wineries at al- 
titudes as high as 800 metres. 

Yamanashi, on the contrary, is surrounded by 
mountains, and its annual rainfall is similar to 
Bordeaux. However, while in France it mainly 


rains in winter when grapes aren't growing, in 
Yamanashi it rains a lot in June, August and Sep- 
tember, and the basin-shaped region tends to get 
hotter through the summer. A common problem 
across Japan is that in the autumn, just when the 
grapes ripen, it rains a lot, and we even have a ty- 
phoon season, so humidity levels are very high. 
Generally speaking, making international-stan- 
dard white wine in Japan is much easier than 
making red wine. A typical example of excellent 
Japanese white wine is Koshu, which hasa light 
and soft flavour and goes very well with fish 
and Japanese cuisine. 


Tokyo is not famous as a wine-making area, 
bur I recently heard of a winery in the capital’s 
Nerima Ward. 

T. S.: It’s а boutique winery that uses a variety 
of table grape called Takao, which grows in that 
area. There's even a Fukagawa Winery in Кого 
Ward, believe it or not. Of course, there are no 
vineyards in Koto, so “winery” isa little bit mis- 


leading. They just buy grapes from other places 
and make wine to be sold in their restaurant. 
Tokyo is full of surprises, even when it comes to. 
wine-making, but both Nerima and Fukagawa 
are minor wines that can't be compared to much 
better brands. Saitama Prefecture, just north of 
the capital, looks as though it might be an even 
more promising wine producing area than Tokyo. 
Its a newcomer in the wine industry, but they 
have the right conditions to do great things. 


In your opinion, what's the best way to enjoy 
Japanese wine? 

T. S As I said, because it rains a lot in Japan, 
local wines are quite fresh and light-lavoured. 
Something like Koshu white wine goes very well 
with Japanese food, particularly the kind of tra- 
ditional cuisine that is served in restaurants, Tem- 
pura is also a nice pairing, and even sushi — not 
tuna, bur white fish, salmon or Japanese scallops, 
Also, an interesting red wine that has recently 
been recognised internationally is made with a 
variety of grape from Niigata called Muscat Bailey 
A. It has a strawberry flavour and goes well with 
fish, pork and chicken cooked teriyaki style. 


Do you think Japanese wine has a future as an 
internationally recognised wine? 

Т. S.: Last year, at long last, а new law was 
introduced that established stricter rules to define 
what can be called "Japanese wine" as opposed to 
“domestic wine”. This has been a big step forward 
in making Japanese wine more credible at inter- 
national level, At the same 
wineries are opening everywhere, and even the 
big companies are increasingly committed toselling 
the real thing Now is a particularly good moment 
tospread the word about Japanese brands because 
the general trend among consumers, even abroad, 
is towards drinking light-Havoured wines, just like 
the ones that are made in Japan. Even at the G20, 
we only served local wine, and it was a great 
success. 


е, more and more 


INTERVIEW BY JEAN DEROME 


Japanese kimono and 
ninja costume kit for 
children's parties rental 


We ship anywhere in the UK 
with an instructional DVD 
оп how to wear the kimono. 


Kimono de Go 
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CULTURE 


cur Wine at the heart of pop culture 


The appearance of manga, novels and 
films about wine illustrates Japan's 
current interest in the subject. 


apan'slove affair with wine might be a recent 
phenomenon, but manga, novel and film 
writers have wasted no time in using this 
new subject in their stories. 


MANGA 

Every conversation about wine and pop culture 
must start with Drops of God, the hit manga 
written by the brother-sister team of KIBAYASHI 
Shin and Yuko (who sign their stories under 
the AGI Tadashi pseudonym) and illustrated 
by Окімото Shu. The protagonist, Shizuku, is 
the son of a famous wine critic. When his es 
tranged father dies, he leaves behind a vast (and 
valuable) wine collection, but in order to acquire 
it 

his father's favourite wines. 


izuku has to recognize and describe 12 of 


The manga is gorgeously drawn and meticulous 
in its presentation of wine, thanks to Асі 
‘Tadashi's vast knowledge and enthusiasm. Indeed, 
its huge success among both comic and wine 
fans (3.5 

mainly due to the excitingly unorthodox ways 


ion copies sold in Japan alone) is 


wine is described. One of the most famous de- 
scriptions talks about "aroma like rock concert, 
with notes of butterflies dancing over a pond 
and an aftertaste of Jesus Christ and his disciples". 
When Shizuku first tastes a Mont Pérat, he has 
visions of blurred faces, guitar-strumming mu- 
s and raving fans. The band turns out to 
, and the wine's acidity is compared 
to Freddy Mercury's voice. 

Drops of God became so influential that sales of 
the wine featured in the story rose 130% during 


be Q 


the first y 


rof publication. The mere mention 
ofa single wine was enough to increase its sales 
by 20 - 3096 in Japan and as much as 50% in 
Taiwan, China and South Kore 
The manga went on to win several awards and 
was even featured at the Angouléme International 
Comics Festival. 

The 44-volume Drops of God ended with а few 
unresolved issues, so the authors decided to tie 


up all the loose ends by creating a sequel called 
Mariage. Introduced by the slogan "The long 
quest is about to reach its end”, the new series 
sees our hero, Shizuku, completing his journey 
of initiation while he searches for the best 
pairing between wine and food. According to 
tradition, wine is supposed to be enjoyed with 
French or Italian cuisine, but the authors of 
this story go all out to prove that the "drink of 


gods" can be paired with any kind of food, and. 
with surprising results. 

When it comes to manga, cute girls are never 
far away. A couple of comic stories not only 
feature lots of them, but even have the same 


title Wine Girls. The first one is written by 
manga artist, dojinshi (indie comic) creator and 
self-confessed wine lover SANADA Ikki. First 
appearing as a web comic and later made into 
several volumes, it uses а gimmick that has 
become very popular in manga and anime: the 
depiction of objects such as World War I war- 
ships (Kantai Collection), animals (Kemono 


Friends) and other phenomena as teenage girls. 
In SANADA's story, the 12 main characters are 
anthropomorphic grape varieties, each one with 
her own distinctive look and personality. 

In 2015, SANADA came up with the idea of in- 
troducing his favourite wine brands and pro- 
duction arcas to manga fans, and began submitting 
his drawings and stories online. Each girl is based 
on a different grape and has a personality that 
somewhat replicates its main features. 
Cabernet Sauvignon, for example, isa lively, cute. 
girl with short hair, while her older sister, Merlot, 
is a more mature, long-haired young woman. 
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They getalong very well. In fact, Cabernet Sauvi- 
gnon and Merlot form the foundation of many 
of the great wines of Bordeaux where this classic. 
blend (often dubbed "Bordeaux Blend") is thought. 
to have originated. The two sisters appear in 
Sanada's first story. 

Among other characters, Gamay (famous for 
being used to make Beaujolais nouveau) is rendered. 
as a polite but childish girl while Pinot Noir, 
cultivated in Burgundy and renowned for its 
silky taste, is a rather haughty girl. Cabernet 
Franc, on the other hand, is а grape thar thrives 
in cooler climates, and is appropriately turned 
into a girl who is fond of puns and bad jokes. 
Nor content with featuring only the usual popular 
names, Sanada is always on the look out for new 
wines. He often attends wine tastings and other 
related events to discover brands that are not 
well-known in Japan yet. So one shouldn't be 
surprised to find a Thai wine called Malaga Blanc 
has become a girl with short hair and light brown 
skin in the manga. 

Wine Girls is in the format of a four-panel 
manga and features extensive notes at the end 
of each episode to help even beginners enjoy 
the fascinating but complex world of fine wine. 
The second Wine Girls story was created by 
multi-talented actor-singer MATSUYAMA San- 
shiro, and takes place in Nagano, a prefecture 
that is famous for grapes and wine-making, Ac- 
cording to the author's fervid imagination, there 
is a high school in Shiojiri City that features a 
wine-making course. The protagonist is a girl 
who has just moved from Kamakura to Shiojiri, 
where her mother's family lives, and is persuaded 
by another student to join this class. There, she 
meets two other girls. One is an award-winning 
student who has decided to give up her dream 
of becoming a doctor and wants to become a 
wine maker in order to save her family's winery 
from bankruptcy. The other has devoted all 
her time to playing tennis and dreams of be- 
coming a professional player, but when her 
beloved father suddenly falls ill, and his thriving 
Italian restaurant is at risk of closing down, she 
decides to cheer him up by making a great wine 
with her own hands. 

Under their strict but warm-hearted teacher, 
the three girls become fascinated with the exotic. 
world of wine and, through trial and error, 
work hard to achieve their goal of making some- 
thing special. 

The creative team of scriptwriter Jo Akira and 
wine expert HORI Ken'chi (content advisor) 
have come up with three different wine-related 
comic stories so far. The first one, Sommelier, is 
drawn by КАТАМІ Shinobu and features JO, а 
sommelier with an astounding sense of taste 
and smell who can judge wine like no one else. 
However, he rejects the world of contests and 
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awards to travel the world in search of a mysterious 
wine he has only tasted once in his life, many 
years ago. The people he meets during his travels 
add warmth and a human touch to the story. 
Shin Sommelier Shun no Wain (New Sommelier 
Shun's wine) is the story of KrTAMURA Shun, an 
exceptional sommelier and a loner who has devoted 
his whole life to the art of fine wine and spends 
his dayssurrounded by it. After a chance encounter 
with an old friend, Shun accepts his offer to work 
in a new restaurant. The challenge of opening a 
new eatery turns into a process of growth and 
maturing for the somewhat aloof wine genius. 
This manga was later turned into a TV drama 
starring INAGAKI Goro, then a member of super 
idol group SMAP. 

The usual team of Jo Akira and HORI Ken'ichi 
has also explored the increasingly crowded world 
of female sommeliers in La Sommeliére. This 
manga's main character isa girl who, after losing 
both her parents, enrols in a French university 
to study the science of distillation. After gradu- 
ating, she returns to Japan and starts working 
at the restaurant L'Espoir as an apprentice som- 
melier. Her manager guides her through the 
learning process, but she finds it difficult to 
connect with her customers and is fired. Only 
after a number of challenges and hardships does 
she learn how to reach out to other people by 
putting her wine knowledge to good use. Like 
other works, this manga explains a great deal 
about wine culture and history and is particularly 
suited to beginner-level wine lovers. 

Thelove relationship between manga and wine 
has even worked the other way around: in the 
mid-2010s, producers from the Katsunuma area 
(Yamanashi Prefecture) created an interesting 
Anime Wine collection. It included red, white 
and rose wines but its best selling point was the 
bottles themselves whose labels were illustrated 
with 45 different manga and anime characters, 
from Gegege no Kitaro, Akuma-kun and Captain 
Harlock to Himitsu no Akko-chan, Galaxy Express 
999 and Mazinger Z. Predictably enough, the 
bottles sold out quickly. 


LITERATURE 

Compared to manga, Japanese literature and 
films have been slower in adopting wine as a 
viable subject. Afterall, the wine boom in Japan 
is pretty recent, and has to contend - even in 
the art field — with sake, beer and other spirits. 
One book where wine and food are centre stage 
is Комро Fumie's novel Van sho о anata ni 
(Mulled wine for you) which is set at Pas Mal, a 
small central French restaurant with seven tables 
anda counter that sits five. The oddball French- 
trained chef is as passionate about daily life's 
little mysteries as he is about cooking, and like 
a consummate detective, he has great fun solving 


them. Why does a costumer’s frying pan always 
become rusty? What's the real identity of the 
lady who loves bouillabaisse? Why has Ms 
Miriam stopped making her divine mulled wine? 
This book combines great descriptions of dishes 
with first-rate light mystery. 

MURAKAMI Ryu is one of Japanese literature's 
heavy-weights, and his Wain ippai dake no shin- 
jitsu (Truth of a glass of wine), his 1998 shore 
story collection, revolves around wine. Each 
tale features a different brand. Burgundy's La 
Tiche lends its complex bouquet to а story 
where confusion prevails. Château Margaux's 
aroma brings comfort to a night spent waiting 
in vain for sex. A Montrachet brings back child- 
hood memories, when everything was extremely 
happy or very sad. And MURAKAMI adds his 
own trademark of sensuality. 


CINEMA 
When looking to make a wine-themed film, 
Japanese producers first searched abroad, and in 
2009 remade Sideways, five years after the original 
American film garnered worldwide praise. 

In 2014, Mishima Yukiko chose Hokkaido for 
the second time in a row to shoot her third 
feature film, Budou no namida (The tears of 
grapes). MISHIMA's characters are often passionate 
about their jobs (еҙ, bread-baking in Shiawase 
no pan, dressmaking in Tiukuroi tatsu hito, books 
in Biblia Koshodo no jiken techo), and this film is 
no different. This is the story of two brothers 
who live in isolation, making wine and bread 
‘out of the grapes and wheat they grow themselves. 
Big brother Ao, in particular, is an obstinate, 
self-centred person who seldom smiles or even 
talks. One day, their almost monastic lifestyle is 
broken by a woman traveller who challenges 
their lifestyle, presents the brothers with a fresh 
perspective on life and happiness, and makes 
them understand that people, like grapes, cannot 
thrive in solitude. 

The latest ttle featuring wine, Usuke Boys, came 
out in 2018 and won an award at the Madrid 
Film Festival for its acting, Based on a book by 
Kawal Kaori that won the 2009 Shogakukan 
Nonfiction Award, this feature film tells the 
story ofa group of wine aficionados and their re- 
lationship with wine industry legend ASAI Usuke, 
a wine maker who is considered to be the father 
of contemporary Japanese wine. The youngsters 
are convinced that Japanese wine will never be 
as good as the great European brands, but they 
change their mind when they taste ASAI's Kikyo- 
gahara Merlot. Their life transformed by this ex- 
traordinary encounter, they leave their jobs and 
start growing grapes in the hope of making great 
Japanese wine by implementing AsA/'s methods. 
Look out for these works, and enjoy them with a 
good bottle of wine. G.S. 


ат Talk Event: 
Klimt & Japan 


In the late nineteenth century an 
artistic movement known as 
Japonisme blossomed in Europe. 
It drew upon Japanese culture 
and had a huge influence on 
European art and design at the 
time. The famous Austrian artist, 
Gustav Klimt (1862-1918), was 
known as an exponent of the 
Japonisme style, and he was an 
avid collector of East Asian art 
objects: woodblock prints, Noh 
masks, ceramics, and textiles. 
Early in Klimt's career he created 
decorative gold surfaces and 
images of glamorous women, 
but he also used traditional 
Japanese techniques in some of 
his landscape paintings which 
featured a flat surface, very 

sh to that seen in ukiyo-e 
prints. After the symbolist 
movement began to take off, 
Klimit started to draw more 
upon symbolist themes and his 
style changed from conventional 
allegories to the highly personal, 
obscure and symbolic. 

The connections between the 
Austrian painter and Japan, and 
the ways that Japanese art 
served as a catalyst for the 
aesthetics of the Vienna 
Secessionist movement, were 
explored in an exhibition this 
year at the Tokyo Metropolitan 
Art Museum. In this lecture, Dr 
Markus Fellinger, curator of 
Österreichische Galerie Belvedere 
in Vienna, will explore the 
unknown connections between 
the great Austrian master and 
Japan. 

Monday 3 December 2019. 

18:45 - 20:30. Asia House: 63 New 
Cavendish Street, London WIG 71Р. 
020 7307 5454. 


CULTURE TOPICS w 


ккнвтом Treasures from 
Yamato Province 

Nara, in the ancient province of Yamato, 
was the capital of Japan in the early 8th 
century and was a cradle of Japanese 
culture. Nara has more UNESCO World 
Heritage listings than any other 
prefecture in Japan. Nara Sacred Images 
from Early Japan is an exhibition which 
will be held in two rooms: Room 3 has 
treasures from Horyuji (AD 660s - 700s), 
‘one of the oldest Buddhist temples. 
Room 93 exhibits sacred sculptures and 
paintings (AD700s - until 1400s) from the 
temples and shrines in Nara. 

Thursday 3 October - Sunday 24 November 2019. 
The British Museum: Room 3 & Room 93, Great Rus- 
sell Street, London WC1B 3DG. Admission: Free. 


ат ТАк! Katei's 
paintings іп Liverpool 


Так Katei (1830-1901) was an important 
painter who lived in both the Tokugawa 
period and the Meiji era. Some of his 
works demonstrate the artistic 


host the first ever exhibition of Taxi 
Katei’s work outside Japan as part of the 
Japan 2020 Cultural Olympiad. 

Friday 4 October 2019 - Monday 13 April 2020. 
10:00 - 17:00. World Museum: William Brown 
Street, Liverpool L3 BEN. 0151 478 4393. 


event A Seminar — 
Living in Japan 

“The Experience Japan Exhibition’ is in its 
ninth year. This event helps people to 
find a way to study or research 
opportunities in Japan and has increased 
the number of foreign people that have 


and also scholarships. There will also be a 
special seminar on the Japan Exchange 
and Teaching (JET) Programme. 
Saturday 23 November 2019, 12:00 - 18:00. 
The Royal Society, London: 6-9 Carlton House Terrace, 
London SWIY SAG. Admission: Free. 


THEATRE Japanese 
Traditional Comedy 


Music Kyogen “Scrooge” із a unique 
theatrical production which includes as 
part of the show the Charles Dickens 
story "А Christmas Carol". 2=манки Juro 
and 2емсніки Daijiro, who are the leading 
Kyogen masters, perform with a chamber 
ensemble formed by Kawamura Noriko 
(violin), Ота Tomomi (accordion), and 
‘Strato Fumio (double bass). They provide 
the Western-style music composed by 
Walther Giger. 

Wednesday 27 November 2019. 

Holywell Music Room, Holywell Street, Oxford OX1 
350. Admission: £15. 


insects, called Ohm. She explores 
the jungle and finds a way to live 
in harmony with the toxic 
environment. 
Saturday 23 November 2019, 15:45. 
Cinema: Nausicaà Valley of the Wind (PG). 
Ticket: £5. Barbican Cinema 2, Beech Street, 
London EC2Y 805. 

tickets@barbican.org.uk 
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piscoverY The best way to drink 


At the heart of the Asakusa district, La 
Maison de Isshovin offers an introduction 
to Japanese wine production. 


e are often hesitant when first 
МІ introduced to a drink with which 
we are unfamiliar. With no guid- 
ance, we don't know where to begin and are fear- 
ful of making a mistake or being disappointed. 
That's nota problem, says IWAKURA Hisae, the 
owner of the restaurant-bar Maison du Isshovin, 
in Asakusa, onc of Tokyo's tourist districts. She's 


been passionate about Japanese wines for around 
fifteen years, and talks about bottles of wine as 
she would about her beloved children. 

‘The atmosphere in her restaurant is relaxed. The 
bay windows and the tables arranged around 
large kitchen hobs give it an air of a friendly 
bistro. According to how they feel and how hun- 
gry the 
dishes accompanied by J. 


are, clients can choose little tapas style 


anese wine, but home- 


brewed beer and plain sake are also available. 
“In this bar, I want people to discover wine that 
they can drink a hundred times, and that they'll 
still want to drink for the hundred and first time. 
Lalso chose this cosy setting to create a feeling 
of intimacy between the clients, so that they're 
happy to ask people sitting at the next table 
wh 


h wine they would recommend. Here, every- 

ne is free to choose how to spend their time. 
You can come just for a drink and a snack or eat 
in a group and order a magnum,” she assures us. 
Moreover, the name of the restaurant, La Maison 
de Isshovin, is a play on the word іздейін (1.8 
litre bottle) of sake or wine, referring to an issho 
(measure equal to 1.8 litres). Sake has long been 
bottled in 1.8 litre bottles, about half the size of 
a magnum. It appears that even in win 
ing regions such as Yamanashi, prod 
using these sake bottles for wine destined for 


In her restaurant, Iwaxuea Hisae shares her love of Japanese wine with her customers 


local consumption. Isshobin conjures up sharing, 
a friendly atmosphere and a certain intimacy 
Wine is served informally in stemless glasses. 
IWAKURA Hisae attaches great importance to this 
human connection, and tries to meet the produc- 
ers from whom she buys the wine at least once. 
"What's really exciting is that it's often very small 
producers making Japanese wine, and there's 
almost a lose connection between the people and 
the wine. The thoughts and ideas of each of 
is present in the ambrosia they produce,” she con- 
fides. She sometimes uses the word dashi, asin the 
Japanese soup stock, to describe the taste of wine. 
If wine isa product of fermentation, then it must 
follow that Japanese wines, produced from Japan- 
ese soil, must have something of dashi abour them, 
or even miso (fermented soybean paste)... 

But what ifone is unfamiliar with the region and 


m 


the grape variety? We asked her for guidance оп 
our journey through Japanese wine, and what she 


would recommend to suit different occasions. 


A customer from abroad has been on a short 
visit to Japan. It's his last night in the capital, 
and he fli 
ad 
(Vintage name, year, region, grape variety, name 
of producer or winery) 

1. Beau Paysage 2009, Yamanashi 
Franc, OKAMOTO Eishi (Beau Paysage) 
Charming, sensual, surprising, Asian temple fra- 
grance. You can feel the the strength and com- 
plexity of the grape, you са 
you've tasted it. Those who taste it never forget it 


s home tomorrow. What would you 


im? 


abernet 


t do without it once 


2. Kido private reserve cuvée Akari 2010, Nagano, 


ru yIhe taste of : 


2 1 Japanese Confectionery 


44 Piccadilly 


Minamoto Kitchoan B 
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Enjoy a delicious selection of the highest quality. 


Japanese food. 


Restaurant & Sushi 


3-4 Warwick Street, 
London W1B 5LS 
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Chardonnay, Kipo Akito (Kido Winery) 
From a very small producer, with a pronounced 
finish. You're on a journey while drinking it. The 
thought bchind the wine is very precise, well 
structured, you want to take time to enjoy it. 
We're proud of this Japanese wine. 


3. Nana-tsu-mori Multi vintage, Hokkaido, Pinot 
Noir, SOGA Takahiko (Domaine Takahiko) 
Full-bodied, with a c 
it throughout the meal. A wine created thanks 
toa deep knowledge of grapes, which will ener- 
gise him before he leaves to go home. 


tral core. You can enjoy 


A sake lover comes into your restaurant. He's 
prejudiced against wine. What would you sug- 
gest to win him over? 

Koshusan Budoshu, Yamanashi, Koshu, FURIYA 
Tadao (Kitanoro Jozo) 

Made with very ripe grapes. Lots of umami, bal- 


anced, dense, served іп an issbobin. 


A young couple arrives. They might already be 
an item, maybe not, but they are obviously 
enjoying themselves. You want their evening 
to go well, and hope they'll have drawn closer 
before leaving your restaurant. What will you 
serve them? 

1. Sans Soufre Blanc, (sparkling wine), Yamagata, 
Delaware, KISHIDAIRA Noriko (Takeda Winery) 
A wine produced by a woman, the first in Japan 


to produce a sparl 
grape variety traditionally grown in Yamagata. 
A pure taste, universal and reassuring, which pro- 
gressively changes when the bottle is opened. 
Relaxing, can be enjoyed by anyone at any time. 
2. Koko 10 R Pinot Rosé 2017, Tochigi, Pinot 
noir, Coco farm 

Created from the oldest Pinot Noir vines in Japan. 
Alluring, lots of umami, elegance and charm. An 
intoxicating fragrance. This bottle of wine will 
delight everyone. 


ing wine with Delaware, a 


Finally, can you recommend a bottle of wine 


же can drink on our own, at home or at a 


restaurant, when we're feeling a bit sad, a bit 
under the weather. Something to give us 
strength and comfort? 

Kurisawa Blanc, Hokkaido, a blend of different 
grapes (an average of ten varieties), NAKAZAWA 


Kazuyuki et Yukiko (Nakazawa Vineyard) 

They were the precursors of this method. The 
breadth ofa Gewürztraminer, but not so sweet. 
Light profile. 
your fatigue and give you courage to face li 


This wine will gently put an end to 
gain. 


Nowit's up to you to take the plunge and discover 
the world of Japanese wine. 
Sekiguchi RYOKO 


* PRACTICAL INFORMATION 


5v. , 1-9-5, Asakusa, Tokyo (7 
minutes from Asakusa station). Open every day 
from 15:00 to 23:00. Tel. 03-6231-5103. 

Snacks from 300 yen (just over £2), wine from 600 
yen (£4.30) a glass, 3,000 yen (£21.50) a bottle, 
‘and from 4,500 yen (£32) for wine іп an lsshobin. 


Мазон oe 


n WIJ 7BE 
07 499 4208 


A SPARKLING SAKE 
SENSATION 


http://shirakabegura-mio.jp/english 


TAKARA SHUZO CO, LTD. From JAPAN 
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Cháteau Mercian succeeded the Dai-Nihon Yamanashi Budoshu Kaisha founded іп the mid-19th century. 


On the trail of Koshu wine 


Produced in Yamanashi prefecture, this 
ambrosia is considered to be one of the 
best wines in the country. 


0 


calm ofa May afternoon, he spots the first signs of 


naclear day, when KONDO Nobuyuki 
is busy with his vines, he can see Mount 


Fuji on the horizon. In the Olympian 


growth, and touches the branches with his finger 
tips. The bunches of grapes will not be ready to har- 
vest until September, so for the moment he just 
watches them like a pan of milk heating on the 
stove. He takes care of his 25 hectares of land on 
his own. His vineyard has been in existence since 
1952, and only produces organic wine. “I only grow 
the Koshu grape variety, with its purple skin and 


from which you mostly produce white wine. I stick 
to the old traditional techniques, and choosing to 
be organic isan additional challenge," he explains. 
Producing organic wine is indeed a major challenge 
in Japan “as the seasons of heavy rain in June and 
September weaken the bunches of grapes and 
encourage the spread of diseases. In Sepi 
when we're getting ready to harvest and be 
arrival of the first downpour, I cover each bunch 


by hand with a small paper umbrella,” adds the 
winegrower. It’s a colossal task. 

Komazono is in the small commune of Koshu, in 
Yamanashi prefecture, the leading wine-producing 
region in Japan. This commune alone includes 
around thirty of the prefecture's 89 vineyards. They 
are mainly very small-scale producers who focus 
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on producing the best wine possible. Last winter, 


the all-female jury of the 6th Sakura Japan 
Women's Wine Awards gave the prize for the best 
white wine to Кохро Nobuyuki for his Tao 
Кофи vintage. Komazono was іп competition with 
numerous other wines from around the world. In 
his early fifties, this father of three children has been 
in charge of the vineyard since 2015, and is very 
proud of receiving this recognition. In his opinion, 


the key to a good wine lies in the search for one 


with a personality and a strong character. And 
according to him, Japan is quite capable today of 
producing excellent wine. “A woman is beautiful 


in whichever country she is, isn't she? But her char- 


acter and personality differ depending in which 
region of the world she lives,” he notes. "It's rather 
similar for wine, how else can one make a compar- 
ison? Each wine has its own wealth of attributes.” 
Near Koshu, in Enzan, TSUCHIYA Yukari, manager 
ofthe Kizan vineyard (hetps://kizan.co,p) founded 
oday, the 


85 years ago, makes the same point 
quality of Japanese wine continues to improve. It 
has more strength, more taste, more character. For 
along time, the image the Japanese had of wine was 
ofa luxury product that was expensive, inevitably 
forcign, and only found in gourmet restaurants 
‘That's no longer the case — the drink has become 
kaya (informal 
bars) as well as yakitori (grilled skewered food) 


widely available and is found in 


restaurants. 125 good quality and reasonably priced. 
Customers are also aware that Japanese wine goes 


well with local food,” she declares. 


Nestling in a splendid 130-year-old stately home, 
the Kizan cooperative produces 40,000 bottles of 
wine a year, mainly made from local grapes. “We're 
under certain amount of pressure to keep improv- 
ing the quality, but we're ready to take up the chal: 
lenge and there's an increase in demand,” she 
explains. The couple studied microbiology and 
winemaking in Japan and Australia in order to be 
atthe forefront of new production methods. Kozo, 
Yukari's husband and the third generation to work 
at Kizan, also studied traditional French production 
methods. “In Japan, problems mount up. The rainy 
seasons come during two key stages in the vines’ 


growth: when they re flowering, and then just 


before harvest, which encourages the spread of dis 
eases. In addition, the soil is very acid so needs to 
be regularly improved, and the surface area of the 
vine fields is smaller than elsewhere, sometimes less 
than a hectare, or on slopes and accessible only with 
difficulty, which limits the use of machines,” he 
acknowledges 

To add to all that, the image of Japanese wine has 
always suffered from a bad reputation among con- 
sumers. “Formerly, the local population used to 
drink grape juice with added alcohol. It was quite 
dense, brown coloured, not expensive but not good, 
either. It was bought in large bottles and was shared 
by the family at mealtimes. It was drunk ar different 
times during the day. Strictly speaking, real wine 
only appeared much later,” recounts TSUCHIYA. 
Since production methods have improved, the 
trend is changing. Though the share of Japanese 
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wine barely represents 5% of what is consumed 
locally, experts agree that it could well reach 1096 
over the next decade 

"The wine that was produced in Yamanashi two 
years ago is nothing like the wine we're currently 
producing, It tastes completely different. At that 
time, I would never have drunk Koshu wine. 
Today, it's what I prefer to drink above all,” claims 
OMATA Marie, a 32-year-old guide specialising in 
Japanese wine cultivation. After previously working 


in the sales departments of large companies such 
as Shiseido, The Japan Times and Tesla, the lovely 
thirty-year-old woman bravely changed direction. 
Passionate about the Yamanashi countryside, her 
region of birth where she's always lived, she’s com 
mitted to sharing its wealth of local heritage. "Even 
when I worked in Tokyo, I preferred to travel 
nearly two hours оп a train each morning and 


evening rather than give up living in Yamanashi,” 


she says, An inveterate traveller, she has journeyed 


around the world, visiting fifty countries on her 


ht 


own over a period of six months. "I have a sl 
re visited eight 


times. I love discovering new cultures, and while 


preference for France, which I ha 


travelling, I became aware that no one knew Japan 


produced wine, and I realised I wanted to promote 
my own region in my own way,” she adds. Today, 
she mainly guides winegrowers and travellers from 
abroad on private tours 
(www.facebook.com/yamanashiwinegir)."I liaise 
with local producers who don't have the time to 
communicate their know-how and don't speak 


English. 
noticed that "people always leave agreea 


fter she's explained it all to them, she's 


ly sur- 


prised because there are all kinds of good quality 


wines in Japan, particularly in Yamanashi. There 
are also organic natural wines or wines produced 
employing biodynamic methods. Koshu wine also 
has this characteristic flavour called ginjashu, similar 


to sake, which makes it perfect to accompany local 


dishe 
Thehistory of Japanese wine growing really begins 
in 1877. At that time, TAKANO Masanori and 
‘TSUCHIYA Ryuken, employees of the first Japanese 
wine cooperative, the Dai-Nihon Yamanashi 
budoshu kaisha (Dainihon Yamanashi Wine 
Company) travelled to France to visit the vine: 
yards. They spent forty-six days there and acquired 
some basic knowledge about wine production 
before returning home to start large-scale wine 
production in Yamanashi Prefecture. The local 
Koshu grape variety was chosen, which had been 
grown in Japan for 1,300 years, having arrived from 
its native Caucasia via the Silk Road. The grape 
hasa double advantage of being resistant to damage 
from disease, to rain and cold as well as having a 
fresh texture and subtle acidity. During the 1970s, 


the cooperative became Chateau Mercian, Japan's 
flagship wine company today. "The new name was 
a reference to France, Chateau for the vineyards 


TRAVEL 


There are around thirty wine producers in the municipality of Koshu. 


and Mercian for ‘merc 
Kazuaki, the company's wine grower. “In Japan, 
when we make sake for instance, we take care to 


7 explains NAKAMURA 


thank the rice, the water, and the farmers who 
allow us to make the finished product. In this case, 
it was our way of allowing the wine industry to 
embrace the idea.” 

On this particular day, a dozen curious people came 
to visit the famous cooperative's cellars where the 
first litres of Japanese wine saw the light of day just 
140 years ago. Chateau Mercian (www.chateaumer- 
cian.com/en) grows Koshu and Muscat grapes in 
Yamanashi, but also the Chardonnay and Merlot 
varieties in Nagano prefecture. The cooperative 
plans to expand by opening a new winery, Mariko 


Nagano, this autumn. “Without a doubt, Japan- 
ese wine is far better suited as an accompaniment 
to the Archipelago's cuisine than other wines," 
NAKAMURA maintains. “Koshu wine is excellent 


with sushi and sashimi, and the red wines go well 
with Japanese home-cooked food such as pork with 
ginger or minced beef. We're absolutely convinced 
that the market for Japanese wine will continue to 
expand and develop. 

In and around Koshu it scems that the grape, pro- 
moted to the role of a local star, determines the 
rhythm and pace of daily life. Miura Farm, in the 
village of Enzan, cultivates around two hectares 
of dessert grapes. It’s a hard but fulfilling life 
according to 47-year-old Miura Makoto. Не 
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Konbo Nobuyuki has managed Котагопо winery 
gets up at four in the morning every day. From 
May to October, he knows he 
day off. *F 
grapes start to app 
carefully. I grow Kyoho, Peony and Muscat 
grapes." In Koshu, everyone has a connection to 
grapes. In 2013, MIURA settled in Yamanashi 
with his wife Kahoko and their daughter Akiho, 
aged ten. "We're originally from Kamaishi, in 
Iwate prefecture in the north east of the Archi 


annot take a sis 
From the moment the first bunches of 


I need to watch over them. 


pelago. After the huge carthquake in 2011, we 


wanted to change the way we lived. I'd had several 


jobs including working in an electricity company, 
bur I'd always dreamed of becoming a farmer one 
day." The earthquake and tsunami came asa com- 


since 2015. 


plete shock to the family, who staked everything 
on starting a new life. “Му father owned а fishin 
business,” explains Kahoko. To begin with, having 
grown up by the sea, I found it difficult adapting 
to daily life in the mountains. I felt imprisoned. 
Then I learnt to enjoy living here and now I'm 
very happy." Now they have better access to care 
for their handicapped daughter than when they 
lived in Tohoku. “We also love the white wine, 
nd we have great pleasure in intro. 
ducing it to visitors passing through." she explains. 
In addition to the work in the fields, the family 
farm offers travellers board and lodging 

"We welcome the fact that new people are com: 
ing to live here,” agrees Tsuchiya Yukari enthu. 


Koshu wir 


siastically. "It's good for the local economy, and 


we're delighted to see people set up an agrici 


tural or wine-growing business. You know, 


there's not really any competition between us. 


The demand for our wine is increasing, but pro 


duction is not yet at maximum capacity, so more 


helping hands are always welcome! 
JOHANN FLEURI 


HOW TO GET THERE 


take the 
Azusa train to Otsuki station on the Chuo line. 
The journey takes around 75 minutes. At 
Otsuki, change to a local line in the direction of 
Katsunuma-budokyo (around 20 minutes). At 
Katsunuma-budokyo, take a taxi or catch a bus. 


Japanese tour guide, 
with 20 years 
of overseas experience. 


aria, Мі. ғол 


Tours to Tokyo, Yo 
Or custom. 


Please write for further 
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LANGUAGE Let's піһоп СО! 
ж- 


Hello there! This column will include 
useful Japanese phrases that cover a 


variety of topics. 
M one!) It's the season when alcohol 
tastes really good. The UK has pubs, 
Japan has “WH? izakaya (traditional Japanese 
bar/pub)" - and I love both. This time, let's 
imagine you're going to an izakaya. You can try 
some phrases Japanese people use a lot, and 
sound really cool and like a "regular" doing so! 


ina-san, konnichiwa! (Hello, every- 


First up: a phrase for inviting your friend бог 
drinks after work. 


A: Ippai, nomi ni ikimasen ka. 
-Ж. Моста вА, 


(Do you want to go fora drink?) 


If you say "fic 2e c ff € nomi ni iku (go for a 
drink)", this always indicates alcohol, rather than 
coffee, bubble tea etc. It's interesting that it’s the 
same as in English! "Hf рр (one glass)" at the 
front of the sentence gives the sentence a gentle 
and light nuance, but actually people who say this 
can often end up drinking until they have to catch 
the last train... Speaking of which, Japan has this 
amazing system called А nomi-booda (all 
you can drink)”, and lots of bars known as 4t 4, 
0 sen-bero”. This means that with “FF sen- 
yen (1000 yen)" you can “<< n ^t t iee% bero- 
lero ni naru (get sloppy drunk)". "5 > & chotto 
(a little)” + "cts лоти (to drink)" suggests the 
intention just to havea“ ИК choi 
(little drink)", but with the cheap and deli 
alcohol and "5572  Zvotsumami (small dishes 
piling up, people end up drinking too much and 
before they know it they become "<< ^tt bero- 
lero". Be careful, drinking in Japan! 


Next up: here's a phrase you can use at an izakaya 
without even needing to look at the menu. 


Server: Irasshai mase. Gochuumon wa. 
Бори, TEX, 
(Welcome. What is your order?) 
Customer: Toriaezu, nama hito-tsu! 
EDERT, ж-э! 

(ГИ start off with one “nam: 


Whatisa "^E nama”? In an izakaya you can enjoy 
“UW biiru (beet)”, obviously, as well as “EAS 
Я nibon-sbu (sake)", "Wifi ume-sbu (plum 
wine)”, “MEE shoochuu (а type of Japanese spirit)”, 
774 > wain (wine)” and more. But... eer is best 
to start off the night! ..is a phrase that Japanese 
people often say. You can also say: E ) 24, 

Ы, Toriaezu, biru. (Vll start off with a 
beer)”. You want to ordera "АЕБ — Л, nama biiru 
(draft beer)" right? So that's why you can say" 
DAF, = 
means you want a draft beer. The most important 
part of the phrase is D 547 roriaeza (first 


! Toriaezu, nama hito-tsuf It 


NIHONGO 


of all/for now)". It sort of means "First of al, 1 
just want to drink!" Ifyou say this phrase, you 
will really sound like an izakaya regular. 


Once everyone has gor their beer, say “WH kam- 
pai (cheers)! in a loud voice. If you're drinking 
after work, "BEUR otsukare-sama (good job)!" 


works too, 


Good job for today, everyone. 
Toriaezu, nama hito-tsu! Катрай! 


MARIKA.H / Miriam. 5 


JAPANFOUNDATION % 


Check out these videos about "drinking at an 


Izakaya” 
https://www3.nhk.or.jp/nhkworld/en/ondema 
nd/video/9999337/ 
https://www3.nhk.or.jp/nhkworid/en/ondema 
nd/video/9999338/ 
https://www3.nhk.or.jp/nhkworid/en/ondema 
nd/video/9999339/ 
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Being Nosey 


The Latest 
Olfactory Research 


Science made understandable. Tune in for demonstrations and information about 
health and everyday life. This time: smell. It's linked to memories and emotions. 
Train your nose to avoid the decline that comes with aging. 


November 24 (sun.) 5:10pm 


Available in the UK on: 


Sky Guide — S Freesat 


ch 507 ch 209 


nhk.jp/world 


a 
Live online, and on our free арр: МММ 
WORLD 


